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CHAPTER 1 
INTRODUCTION 
1.1 Background Information 
As marketing practices continue to advance, the tourism industry is constantly evolving 
in terms of the marketing strategies and the shifts of the duties of its stakeholders. In today’s 
tourism industry “travelers are now spoilt for choice of destinations, which must compete for 
attention in a market place cluttered with the messages of substitute products as well as rival 
regions” (Pike, 2004). With so many destination options, travelers may find themselves with too 
many destinations and too much information to easily make the decision on their own. In 
addition, Destination Marketing Organizations (DMOs) play a big role in the promotion of the 
destination, so knowing certain aspects of the DMO such as the type of incentives used, the 
marketing channels used, and their particular stakeholders is important. According to the United 
Nations World Tourism Organization (UNWTO) Annual Report for 2013, North America 
continues to increase in arrivals; for 2013, there was an increase of 4%, the same increase 
reported in 2012. To create a competitive edge in the marketing strategy, DMOs’ ability to 
differentiate their destination by practicing different marketing activities is important. What kind 
of incentives are being used by the DMOs to attract the most visitors? How effective are some of 
the marketing channels being used by the DMOs? Which stakeholders are considered by the 
DMOs as the most important to the success of their organization? These are some of the 
questions this study intends to answer.  
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1.2 Definitions 
1.2.1 Marketing 
Marketing, as defined by the business dictionary, is the management process through 
which goods and services move from concept to the customer. Marketing is also based on 
thinking about the business in terms of customer needs and satisfaction. For any destination to 
appeal to the visitors, the visitors must have a minimum knowledge of the destination as it is 
marketed by its marketing organization.  
1.2.2 Destination Marketing Organization (DMO) 
Destination marketing organizations (DMOs) focus on the marketing and selling 
strategies of specific places. These organizations are “charged with representing a specific 
destination and helping the long-term development of communities through a travel and tourism 
strategy” (DMAI, 2012).These destinations are also responsible for creating a competitive edge 
that will make their particular destination more appealing than their competitors’. The DMO was 
designed to act as the leader of the management of tourism in a specific destination to effectively 
manage all the components of the tourism system to ensure success (Bornhorst, Ritchie, & 
Sheehan, 2009). 
1.2.3 Stakeholders 
A stakeholder is defined as “any group or individual who can affect or is affected by the 
achievement of the organization’s objectives” (Freeman, 1984). For a DMO, it is essential to be 
able to manage all of its stakeholders as cohesively as possible as their success depends on it; 
these may include, but are not limited to: lodging, F&B operations, sponsors, media, service 
contractors, local community, etc.  
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1.2.4 Incentives 
Incentives are defined as “inducements or supplemental rewards that serve as 
motivational devices for a desired action or behavior” (Business Dictionary, 2014). In the 
tourism industry, this could mean services, value added items, promotional packages, festivals, 
museums, etc. It is extremely important for the DMOs to provide incentives for visitors because, 
in the competitive realm of destinations, the visitor is more likely to visit the destination where 
they see more value for their money. The incentives can be non-monetary or monetary (Chou & 
Lien, 2012). 
1.2.5 Effectiveness 
According to the business dictionary, effectiveness is defined as the degree to which 
objectives are achieved and the extent to which targeted problems are solved. With regard to the 
DMOs, these have to have the right marketing strategy in order to stay competitive. From all the 
channels used to market the destination, the most effective are those to which the DMOs should 
pay more attention so that the marketing practices can have more success.  
1.2.6 Social Media 
Social media is generally defined as a set of websites and applications that enable users to 
create and share content or to participate in social networking. These tools also can be used to 
share ideas, create and edit content, and build relationships. DMOs have access to these networks 
as well as individuals and they are able to also interact with prospective visitors, so the 
opportunities for marketing also increases (Green, 2009). In today’s environment, most of the 
organizations have more than one social media network. Hence, this study intends to examine the 
effectiveness of social media marketing channels.  
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CHAPTER 2 
LITERATURE REVIEW 
2.1 Destination Marketing Organizations 
Since the late 19th Century, tourism has been around in an organized method, and texts 
regarding the destination planning, marketing, and management didn’t emerge in earnest until 
the 1990s (Pike, 2004). Defining the roles that the DMO play in a community can sometimes be 
difficult, but as defined by Pike (2004), a DMO is an organization “concerned with the selling of 
places.” It is the responsibility of the DMOs to promote the destination in accordance with the 
destination’s available resources – this will ensure the positive development of the destination, 
while satisfying and meeting tourists’ needs.  
DMOs vary depending on the level to which they belong. There are different types of 
DMOs at different levels corresponding to the destinations that they represent. These different 
levels of DMOs are categorized by the UNWTO (2010; cited in Antonsen, 2010): 
 National Tourism Authorities or organizations, responsible for management and 
marketing of tourism at a national level; 
 Regional, provincial or state DMOs, responsible for the management and/or 
marketing of tourism in a geographic region defined for that purpose, sometimes 
but not always an administrative or local government region such as a county, 
state or province; and  
 Local DMOs, responsible for the management and/or marketing of tourism based 
on a smaller geographic area or city/town. 
Taking into consideration the different categories of the DMOs, the roles vary depending on the 
level.  
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As the DMOs are the main players dealing with the promotion of their respective 
destinations, there are some roles that they must fulfill. Pike (2004) lists some of them (but these 
are not all):  
 Industry coordination. Due to the size of an individual country, state, city, or community, 
different levels of DMOs arise, so it is the duty of these to sustain a controlled 
performance to work effectively.  
 Monitoring service and quality standards. DMOs submit each other to inspection 
assessment to ensure that the visitor attractions meet the standards that are promoted, 
along with the ability for the destinations’ skills to fulfill the promises to the visitor.  
 Enhancing community relations. The DMOs have to ensure community understanding 
that their goals are to satisfy and promote the betterment of the community through 
creation of jobs (economic development) and creation of more income and taxes.  
In the USA, the main type of DMO is the convention and visitors bureau (CVB). DMOs 
can represent a single city, a metropolitan area, a number of cities, or a single town; however, 
they can also extend the area and act as regional representatives. As Morrison, Bruen, & 
Anderson (1997) defined more roles of the CVBs including, but not limited to: acting as the 
economic driver of new income, which in turn creates more jobs; acting as the marketer of the 
community that sells the brand of the community and its attractions and facilities to selected 
markets; acting as the coordinator of the industry; acting as the provider of protection to the 
visitors; acting as a builder of community pride by enhancing quality of life; and acting as the 
flag carrier for locals and visitors. The DMOs or CVBs have to act as leaders in their 
community.  
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2.1.1 Sources of Funds for DMOs 
Destination Marketing Organizations vary with their funding sources. According to 
Antonsen (2010), DMOs have different funding amounts depending on their needs and 
stakeholders; and, the way each DMO acquires its funds varies. In the US, the oldest and most 
funded DMOs are those located in larger cities; whereas, newer ones in smaller cities have 
limited funds (Morrison et al., 1997). According to Morrison et al. (1997), “on a state-by-state 
basis, the collective funds of each state’s CVBs (DMOs) are usually much greater than the state 
government’s own tourism office.” The explanation for this is that each CVB has to focus on the 
promotion of their smaller area; whereas, the state government can more easily market various 
cities. In the past, it has been up to the government to invest in the development of its 
destinations; but there have been changes, and the shift is going more toward a higher degree of 
private investment and involvement of local authorities (UNWTO 1996, cited in Antonsen 
2010). According to the Vancouver Report (2009) prepared by Inter VISTAS Consulting Inc., 
organizational funding is provided by both public and private sources, which can be grouped as: 
 Hotel Levies; 
 Public Grants and Other Public Sources; and, 
 Member Fees, Commissions and Other Revenue. 
Hotel Levies “can include a government legislated hotel room tax, and/or voluntary 
destination marketing fee charged by hotels to the customer” (Inter VISTAS Consulting Inc., 
2009). The government legislated hotel tax is collected by the government in the tax collection 
and then distributed to the DMO accordingly; whereas, the voluntary destination marketing fee is 
“collected and administered by the destination hotel association through participating hotels, and 
then forwarded to the local DMO” (Inter VISTAS Consulting Inc., 2009). Hotel taxes are an 
important source of funding, and, with the ongoing changes in legislation, an increase in taxes is 
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likely. The increase in taxes can benefit the DMO with regard to the increase in potential 
revenue, but might also increase the perception of the destination as more expensive for the 
tourist.  
The Public Grants and Other Public Sources are grants/funds from the government that 
support the DMO under certain agreements to provide the best quality service to the visitors. 
This provides more income for the destination, making more revenue on taxes and increasing the 
benefits to the community. According to the US Convention and Visitor Bureaus’ profile by 
Morrison et al., (1997), the projection is that the amount of grants will be decreased due to the 
increase in taxes in different areas.  
Member Fees, Commissions and Other Revenue can be defined to “include membership 
dues and fees, advertising revenue, co-op marketing, revenue from visitor information center 
operations, booking sales commission and corporate sponsorships, among other sources” (Inter 
VISTAS Consulting Inc. 2009). Some of the revenues can also come from the private sector. 
According to Morrison et al., (1997), the International Association of Convention and Visitors 
Bureaus (IACVB) reported that about 48% of its member bureaus receive a portion of their 
funding from membership dues. From the acquisition of membership, the DMOs also have to 
provide the proper membership care and offer certain services that will promote the 
development, retention, and integration of its members through different communication 
methods – these communication channels can include newsletters and publications of 
membership directories (Morrison et al., 1997). Another method of funding is a public-private 
partnership (PPP) – the main goal of which is for organizations to work together to provide and 
enhance the best experience for the visitor (Antonsen, 2010). The funding of the DMOs is 
dependent on the revenue that its stakeholders bring to the destination; but this also relies on 
government funding and political activities.  
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Although these organizations are responsible for the promotion of the destinations, 
according to Morrison et al. (1997), most “cannot engage in regular business activities that are 
normally conducted on a for-profit basis” because one of their primary roles is to act responsibly 
with regard to their stakeholders. The stakeholder-list is headed by the host community because, 
as previously mentioned, without the destination, the DMO would be non-existent. 
2.2 Marketing Channels 
 Destination marketing organizations use different marketing channels to place themselves 
on top in the industry and to stay competitive. Some of the channels include: 
 Telemarketing – a direct marketing technique for selling or attempted selling of products 
or services via the telephone. Often involves ‘cold calling’ without the prior knowledge or 
permission of the person being contacted. Modern telemarketing operations can be highly 
advanced with an automated machine, if a person answers then the call is transferred to a 
sales person, but in the case that all the sales people are busy, the person at the end of the 
line would encounter a silent call (Eagle, 2015). This would present negative 
representation from the telemarketer and the effectiveness would decrease. 
 Print Advertising – Print media includes magazines, newspapers, supplements, catalogs, 
directories, yellow pages, brochures, flyers, etc. that provide other types of exposure for 
the product or service (Nykiel, 1989). This is a form of traditional marketing that has 
changed through recent times, so looking at how effective it is for the DMOs could prove 
to be interesting. 
 TV Advertising – In the early 1980s, television advertising was seen as being somewhat 
passively received by consumers (Eagle, 2015). With the increasing number of channels 
and stations, TV advertising, Radio advertising, and print media have had to compete 
because of the growth of media forms. The various types of advertisements cluttered the 
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advertising environment and it forced the different channels to compete for attention 
(Eagle, 2015). 
 E-Mail Marketing – A tool that can be used by companies seeking to enhance their brand 
or increase sales volume to fuel business growth – either in the form of limited campaigns 
or recurring newsletters (McAdara-Berkowitz, 2013). E-mail communication was found to 
be one of the preferred channels of communication for the Millennials (Ogbeide, Fenich, 
Scott-Halseel & Kesterson, 2013). For example, this marketing channel allows the DMOs 
to send mass messages with promotional packages. However, e-mail marketing can have 
its downfalls and can frustrate the public with intrusive marketing tactics and business 
credibility could be at stake with its customers (McAdara-Berkowitz, 2013). 
 Directory – directories are used by consumers as a source of information and retailers use 
directories as a form of advertisement to consumers. According to Rysman (2004), more 
advertising led to more consumer usage, which in turn led to more advertising and so the 
behavior between consumer and advertiser created a positive network effect.  
 Search Engine Optimization – (SEO) is the art, craft, and science of driving web traffic to 
web sites (Davis, 2006). Web traffic is “food, drink, and oxygen – in short, life itself – to 
any web-based business.” A search engine implements four basic mechanisms: Discovery, 
Storage of links, Rankings, and Return of results based on the ranking (Davis, 2006). This 
is a marketing strategy that can drive high traffic to the DMOs websites if used 
effectively. 
 Direct Mail Marketing – A method in which carefully targeted prospects are presented 
with custom tailored offers for goods or services via ordinary mail or email (Business 
Dictionary 2014). According to Chordas (2014), in order for direct mail marketing to keep 
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functioning, the key is to create a hybrid approach that combines direct mail with digital 
marketing tactics such as email, pay-per-click ads and prospecting campaigns.  
 Website Management – The administration and control of the hardware and software used 
in a website. There are a variety of monitoring and analysis tools that report on usage, 
missing links and files as well as performance, all of which keeps a site intact and running 
smoothly (Website management definition from PC Magazine Enziclopedia). Human 
computer interaction specifically seeks to address six factors in the human-computer 
interaction: safety, utility, effectiveness, efficiency, usability, and appeal” (Chow, Bridges 
& Commander, 2014). Website management also entails the daily activity of the website, 
for example informing of weather changes, updating both the community and prospect 
visitors on events taking place in the community, and informing the public of any issues 
going on in the community. 
  Word of Mouth – Word-of-Mouth Marketing (WOMM) used to be able to target potential 
leaders who would spread the word and advertise with their followers. Today, it is easy 
for messages to be distributed and messages to get distorted; hence, for the marketing to 
work more efficiently and to “effectively attain social brand engagement, promotions need 
to seem authentic and congruent with people, media, other content and offline or online 
context” (Kozinets, de Valck, Wojnicki & Wilner, 2014). Word-of-Mouth communication 
was also found to be one of the preferred channels of communication for the Millennials 
(Ogbeide et al., 2013).It is essential for the marketing to be genuine so that the people can 
feel comfortable sharing the information.  
 Public Relations – Ad publicity: PR is all the programs and activities that a DMO initiates 
with other organizations and individuals. Publicity is a PR technique involving non-paid 
communications of information about the destination of the DMO (Morrison, 2013). It is 
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important for the DMOs to maintain positive relations with the community because it can 
affect the perception of the DMO and the messages that can be distributed. 
 Social Media - Social media is generally defined as a set of websites and applications that 
enable users to create and share content or to participate in social networking. “The 
emergence of social media in business…has opened up amazing new opportunities for 
marketing and connecting with customers and clients” (Dryer, 2010). Some of the most 
prevalent social media channels are Facebook, Twitter, YouTube, Flickr, Instagram, 
Pinterest, Tumblr, and LinkedIn. Each of the social media channels has the power to make 
a post go viral because even though each contributes to a different purpose, all of them 
together create the new way of communication on the web (Arroyo Almaraz, Banos 
Gonzales, Van-Wick, 2013). 
 Sponsorship Marketing – According to Ali, Cornwell, Nguyen, and Coote (2006), “Otker 
(1998) defines sponsorship as the purchasing of an association with the sponsored for 
marketing or communication purposes.” Ali et al. states that there are several studies that 
have shown that Sponsorship marketing increases the receptiveness and familiarization of 
brands with consumers. Sponsorship marketing also provides the opportunity to increase 
sales, change attitudes, and increase awareness; this also allows the organization or 
company to build and maintain a positive relationship with consumers (Ali et al., 2006). 
2.3 Social Media 
  As previously noted, social media includes various channels. The following paragraphs 
will identify the channels and will give an idea of the function of each and how they are helping 
in the marketing strategy of organizations.  
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2.3.1 Facebook 
Facebook is an online social networking service that was founded in 2004. This 
networking site was initially created for .edu users, but later opened up to anyone who has an 
active e-mail address. Now, Facebook also is used commonly by businesses because it helps 
reach all the people who matter most to their business as well as find new customers and increase 
sales (Facebook.com) Through Facebook, individuals and businesses can share posts, pictures, 
links, etc. Facebook now lets the businesses set up their page, identify their audience, create 
compelling content, advertise, and measure and adjust accordingly. The business Facebook Page 
makes the business discoverable and connected. Facebook is very useful for the DMOs because 
it allows them to actively interact with their audience; it also allows the organizations to use 
analytics that will give the organizations a deeper understanding of their customers and their 
marketing activities. Facebook can “make successful posts into successful promotions” 
(Facebook). The effective interaction between the organization and its prospective visitors is 
essential for the success of the organization.  
According to Dryer (2010), in 2010 there were 450 million people on Facebook. On 
Facebook, people want to meet with friends and appreciate the content of the posts from the 
“friends,” this is why Facebook is used more by businesses to promote programs and events 
(Dryer, 2010). In a more recent report presented by Bennett (2014), Facebook has 1.28 Billion 
monthly active users; however, the total number of users continues to grow. 
2.3.2 Twitter 
According to Almaraz et al. (2013), Twitter is the most powerful mini-blog, with 500 
million tweets every 24 hours (Bennett, 2014).Twitter is an online social networking service that 
enables users to send and read short 140-character messages called “tweets,” which makes it 
ideal for instantaneous communication. With Twitter, businesses can create a presence, grow a 
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follower base, drive website clicks, and increase follower engagement. Organizations across the 
globe use Twitter to generate awareness, connect with customers, and drive sales. Once the 
organization creates its page, it can include a biography. Twitter also allows followers to share 
any posts that they like, which helps the businesses extend their reach, and in turn drives sales 
and generates more word-of-mouth communication. The DMOs can increase their website traffic 
by posting and sharing their destination through pictures and facts so that their audience can be 
more knowledgeable about the destination. 
2.3.3 YouTube 
YouTube is another social media marketing tool, but in comparison with the previously 
mentioned channels, YouTube is a video sharing website. YouTube also positions itself at the 
top of the currently used social media networks with 1.2 billion YouTube views each day (Dryer, 
2010). YouTube helps the business to demonstrate products, create communities, demonstrate 
expertise, show brand’s personality, and leverage events or promotions (Using YouTube to 
market your business).This tool can be extremely helpful for the marketing of a destination 
because it allows the organization to be creative and to share its own videos, showcase their 
destination and share with its audience all of the resources that the destination counts on. This 
can also be very helpful because it allows the organization to share videos of previous events and 
activities that have taken place at the destination, as well as share videos of new developments, 
and promote their unique attractions and festivals.  
2.3.4 Flickr 
Flickr is also a photo-sharing platform. Flickr encourages the users to share fresh, 
authentic material rather than staged and over-produced content. According to a recent report of 
the 2013 Flickr usage, Flickr had 87 million users and stored 8 billion photos (2013 Social Media 
Usage Statistics). According the Flickr website, this is supposed to help organizations “show off 
19 
 
your (the) organization’s culture and personality,” which in turn will help the organizations build 
loyalty for the brand and allow the organization to tell its story. This is another medium that can 
be used by DMOs as they can share their photos; and, depending on the story they tell about their 
destination, it could attract prospective visitors. Organizations also are encouraged to create a 
transparent and authentic identity because “being open and trustworthy encourages people to 
interact with you (the DMO)” (Best practices for organizations using Flickr). 
2.3.5 Instagram 
Founded on October 6, 2010, Instagram became another social media channel that if 
DMOs use successfully, they can inspire and attract visitors through their pictures. On a recent 
report presented by Bennett (2014), the report states that Instagram has 200 million monthly 
active users, and a number of 20 billion + photos that have already been shared to date. 
According to the Instagram website, Instagram is “a fun and quirky way to share your life with 
friends through a series of pictures.” The goal is to allow the viewers of such pictures to 
experience the same moments portrayed as they happen. Another characteristic of Instagram is 
that it allows people “across the world to connect each other through a shared passion for 
capturing the world’s moments” (Instagram for Business). Instagram also helps with new 
marketing campaigns. For example, organizations can fuel the campaign by sharing pictures of 
what is coming, the start-up process, the launch, and finally, sharing the end result with the 
audience. What this means to a DMO is that it can build upon the opening of a renewed, new, or 
seasonal attraction to increase the number of visitors, as well as promote new facilities. 
Instagram allows the organizations to inspire their prospective visitors and provide ideas of the 
experience they will have when they visit the destination.  
20 
 
2.3.6 Pinterest 
According to the Pinterest website in an article by Kao (2014), Pinterest is defined as “a 
place to discover ideas for all your projects and interests, hand-picked by people like you.” 
According to the report by Bennett (2014), Pinterest is reported to have 40 million monthly 
active users, with 70 million + total users. On Pinterest, individuals can create their own boards; 
this is where people or organizations can collect their pins (a visual bookmark that links back to 
the site it originally came from so one can learn more). The boards can be personalized with 
titles such as “My Going Places” board, “Places I want to See” board, or “Places to Visit before I 
Die” board. Pinterest can be used conveniently by the DMOs because this allows the DMO to 
create different boards for different market segments. Organizations are encouraged to Pin things 
that link back to their own website to increase the website traffic, as well as using the “Pin It” 
option on their own website to make it easier for their visitors to Pin It to their own boards (Kao, 
2014).  
2.3.7 Tumblr 
Founded in February 2006, Tumblr is “a blogging and social platform that houses more 
than 132 million blogs” (DeMers, 2013). As the website states, “Tumblr lets you effortlessly 
share anything. Post text, photos, quotes, links, music, and videos from your browser.” As the 
DMOs progress with their marketing strategy, Tumblr could definitely help them with their 
promotion, for the DMOs can share their pictures along with written description of what is 
happening in the pictures. The DMOs also have the opportunity to interact and share with their 
followers, not only what is offered by the DMO, but also other things of interest to the DMO. 
The DMO should build a network of connections that would benefit the sales and marketing 
process. According to DeMers (2013), pictures are what dominate the landscape of Tumblr 
profiles, so the DMOs ought to think visually. With social media networks like Tumblr, the 
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hashtags (#) can be used to locate their site. The DMO is even encouraged to make its own 
unique hashtag that identifies it. The most important part of this social network is its continuous 
activity; the organization must keep the page active. 
2.3.8 LinkedIn 
LinkedIn is a business-oriented social networking service mainly geared for professional 
interaction. With 187 million monthly active users and 300 million + total users, LinkedIn also 
positions itself in the top social media networks (Bennett, 2014). LinkedIn strengthens and 
extends one’s existing network of trusted contacts that is commonly used by young 
professionals. LinkedIn allows the user to build a curriculum vitae (CV), what this means for the 
DMO is the creation of a professional profile that can be used to sell more effectively. LinkedIn 
is commonly used by vendors. “LinkedIn enables one to keep a relationship alive by maintaining 
awareness of others’ activities” (Skeels & Grudin, 2009). LinkedIn can help the DMO to stay 
connected with the professionals who want to host an event at the destination, allowing the 
relationship to be built via shared posts and activities. 
2.4 DMO Stakeholders 
As previously mentioned, destination marketing organizations (DMO) act as the main 
players for the successful marketing of a destination (Timur & Getz, 2008). As the protagonist in 
the marketing of the destination, the DMOs’ ability to recognize and correlate effectively with 
many – if not all – of the stakeholders is essential. A DMO’s ability to work effectively as a team 
with its stakeholders improves the destination’s performance and earns an edge over the 
competitors. The definition of a stakeholder is “any group or individual who can affect or is 
affected by the achievement of the organization’s objectives” (Freeman, 1984: 46). Sometimes it 
can be difficult to achieve full cohesive actions from all the stakeholders since the list of 
stakeholders can be fairly extensive.  
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Stakeholders fall into different categories: government bodies, tourist and hospitality 
firms, tourists (the key pieces to the tourism industry) and local residents (Timur & Getz, 2008; 
Sun, 2007). Under “government bodies” are those such as the city; tourism and hospitality firms 
(including bed and breakfast associations, cruises, air carriers, cars, ferries, rail industry, natural 
attractions, tourism services, food and beverages associations, conference centers, cultural 
attractions, and entertainment organizations); local resident representatives (including 
authorities, Chamber of Commerce, community groups and clubs); Non-Governmental 
Organizations (NGOs); and institutions (Timur & Getz, 2008). The stakeholders also can be 
identified as private or public actors in the management process, and the DMO’s responsibility is 
to coordinate the interests of all parties as to how to function best in the environment (d’Angella 
2007). The following are some of the possible stakeholders with which a destination may need to 
work: (the stakeholder list varies from place-to-place within the level and degree at which the 
DMO functions).  
2.4.1 Government 
The government is one of the stakeholders that the DMO has to consider in order to 
function adequately. As Pike (2004) explains, it is the challenge of the DMO managers to 
understand the government system and work within it to achieve its objectives. The government 
can have a high impact on the tourism activity because of its responsibilities to the community, 
making the government an important stakeholder in the DMO network (Antonsen, 2010). The 
DMO has to comply with the different types of “physical, regulatory, legal, fiscal and social 
frameworks” regulated by the government, which can facilitate or set restraints on the DMO in 
the installation of the marketing plan that would in return improve the competitiveness of the 
destination (Antonsen, 2010; d’Angella 2007). The government is also in charge of the city’s 
infrastructure, which is essential for the inclusive experience that the tourist is seeking (i.e., safe 
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and fast transportation systems) (Timur & Getz 2008). Along with being in charge of the 
community infrastructure, the government is also responsible for the community’s environment 
and the safety of its citizens. For example, regulations have to be in place with regard to social 
responsibility and to ensure the best future for its citizens (Antonsen, 2010). The government 
also has influence on the funding of the DMO. With different government allocations of public 
funds and specific tourism taxes or levies, the DMOs’ understanding of the importance of this 
key stakeholder and how it can affect the marketing strategies is essential. The success of the 
DMO is dependent on governmental support. 
2.4.2 Tourist and Hospitality Firms and Tourists 
A destination is dependent on the services that it can offer to its tourists, and the DMO 
must understand its links to all of these service providers to better market to its tourists. Six of 
the elements of tourism development include transportation, accommodation, dining, activities, 
shopping, and entertainment (Sun, 2007); the responsibility to fulfill these elements belongs to 
the tourist and hospitality firms. In order to ensure the satisfaction of the stakeholder and to be 
able to provide the required services, the DMO must have a clear understanding of the goals that 
these have, as well as create a strongly satisfied internal market (Epp, 2013).  
Without the tourist, there would not be a market for promoting of the destination; 
therefore, the DMO would not exist. The key element to the success and competitiveness of a 
destination is ensuring the satisfaction of the tourist. Understanding the market segments is the 
responsibility of the DMO and knowing the market is essential in having the best working 
strategy. The DMO needs to create a common goal and strategy with its stakeholders to try to 
develop the holistic destination image, which would allow it to succeed in the long run 
(Tkacynski, Rundle-Thiele, & Beaumont, 2009).  
24 
 
2.4.3 Local Residents – Community 
As identified by Pike (2004), DMOs have the responsibility to ensure that the host 
community is knowledgeable of both the DMOs’ activity and its marketing strategy in order to 
attract more tourists. This can also facilitate the accommodation of the visitors. The DMO is also 
responsible for the education regarding the effects the tourism industry brings to the community 
and how the destination is affected both economically and socially. As previously mentioned, 
tourism is a big drive for the influx community income; and, if the DMO is able to educate the 
local residents on the benefits, the community becomes more willing to accept the infrastructure 
developments. On the other hand, if the community does not see that the benefits outweigh the 
cost of the tourism, they can appeal to the government to push for a law to limit the DMO 
activity. 
2.5 DMO Practices 
The destination’s key stakeholders seek to work collectively in order to achieve similar 
interests, benefits, and responsibilities (Sun, 2007). In order to achieve the most from the DMO, 
the right form of governance has to be practiced. 
The tourist seeks the “all-in-one experience” (d’Angella 2007) and if all the stakeholders 
do not work cohesively, the practices may affect the experience of the visitor and allow room for 
dissatisfaction, which converts into a negative experience. Even though the DMO is set to be the 
key to destination marketing, it is fundamental that the DMO does not ignore the most important 
stakeholder, the host community. The DMOs should be aware of the destinations’ resources and 
limitations so that the destination can meet the expectations of prospective visitors. 
Evaluation of the DMO performance is crucial for adjustments to its activities with 
regard to the stakeholders. The DMO must be able to create and build strong relationships with 
all of its stakeholders, even though it is dependent on the stakeholders as to how involved they 
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want to get with the organization (Epp, 2013). Epp’s (2013) study found that if the stakeholders’ 
involvement is congruent to the level that they would like to be involved, this correlation ensures 
satisfaction and better activity with the organization. Even though the involvement of certain 
stakeholders might not be at a high level, it is up to the DMO to stay impartial to ensure their 
engagement and consensus when collaboration is required (d’Angella, 2007).  
In today’s constantly changing tourism industry environment, keeping up with 
technological advances is essential for DMOs to be able to offer better service for the hosted 
conventions. This also includes new marketing tool trends and shifts (i.e. social media) to assist 
marketing the destination (Green, 2009).  
It is the DMOs’ responsibility to enable the community to better use these new resources. 
Green’s (2009) analysis states that having the right marketing plan and strategy can help market 
the destination faster and more efficiently through use of social media such as Twitter and 
Facebook. This new tool allows the DMO to keep in contact with tourists and allows for quicker 
feedback, as well as faster communication with regard to destination promotions and events.  
The internet has acted as a bridge for the stakeholders in many ways, which has allowed 
the DMOs to stay connected with their stakeholders more easily; but, it has done the same for the 
DMOs’ competitors (Go & Trunfio, 2011). As Pike (2004) explains, some of the roles of the 
DMO include industry coordination and enhancing community relations, which includes keeping 
the stakeholders informed of the resources and anything that might affect the community and its 
correspondent stakeholders, including the visitor. According to Volo (2007), many of the DMOs 
analyzed in the study were not distributing information regarding the destination’s risk factor. 
The crisis at hand in Volo’s study was avian flu. The affected countries were not informing the 
tourists through websites that the tourist would be running the risk of exposure and acquisition of 
the disease if the destination was visited. Technology is a recent and innovative tool when used 
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at its maximum level would create trustworthy relations connecting the DMOs’ stakeholders (Go 
& Trunfio 2011).  
 The tourism industry is constantly evolving in terms of marketing strategies and the 
stakeholder’s shifts in duties. Green (2009) recognizes the traditional and core DMO functions to 
the marketing processes of the destination. These functions provide the suppliers with market 
intelligence plus the best distribution channel, including some level of support to the 
destination’s visitor (i.e. information leaflets and visitor centers). Green also recognizes newer 
developed duties for the DMOs: forecasting and planning; product development; attracting 
financial capital; developing social capital; infrastructure development; policy formulation; 
advocacy and advice; and impact evaluation. 
The board members and the directors of the DMO should, for their own benefit and their 
stakeholders’, take strong leadership to manage the DMO effectively to ensure a successful 
destination. The staff also has to make it a corporate culture priority to act upon the success of 
the DMO. 
 Pollock (2010) also suggests that the ‘M’ in the DMO acronym could potentially switch 
over to ‘Management’ due to ever-changing developments and responsibilities of promoting 
tourism in a community. As an agent of change, the DMO must be able to manage the effects of 
environmental credentials and technology development. In addition, the DMO must make sure 
the environment remains an attractive place for learning and for economic and cultural self-
improvement both for the tourists and local community members (Pollock 2010). 
Countries throughout the world are reporting success with the DMO practices that take 
into consideration the stakeholders and have a clear understanding of the role these play; along 
with having a concrete vision of their practices. For example: 1) The Costa Rica Tourism Board 
has made the slogan “Costa Rica: No Artificial Ingredients” part of Costa Rica’s facade, as well 
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as introducing the Certificate for Sustainable Tourism; 2) The Hong Kong Tourism Board has 
been very successful in attracting Meetings, Incentives, Conferencing, and Exhibitions and has a 
very active program of community relations and involvement; and 3) Tourism Australia has 
focused on relationship-building with other countries, along with the provision of “excellent 
Toolkits and other support materials for tourism operators” (Morrison, 2010).  
In Pike’s (2004) “Destination Marketing Organisations” book, the roles of the DMO and 
their structure in Australia is analyzed, as well as various situations that can happen to the 
destination marketing and destination branding and the importance of building s strong brand. 
Inter Vistas (2009) was approached by Tourism Vancouver to conduct a study, “Destination 
Marketing Organisation (DMO) Best Practices and Benchmarking Study,” which shows very 
important data corresponding to DMO best practices in Canada. In the study, Inter Vistas 
analyzed the allocation of the funding, averaging the expenses and finding the areas with the 
biggest costs. 
2.6 Purpose and Questions 
 The purpose of this study was to explore DMOs’ stakeholders and the DMOs’ best 
practices in promoting their destinations. The questions of this study included the following:  
1. What is the effectiveness of certain DMOs’ marketing channels? 
2. How effective are certain incentives used by the DMOs to attract their visitors?  
3. How important are specific stakeholders to a DMO?  
These questions were strategically chosen to be answered in this study because it would 
be important and helpful for the industry. By analyzing the effectiveness of the certain marketing 
channels, this would provide the most effective channels, as perceived by the DMOs; this could 
possibly suggest that the DMOs to focus on the channels that appeared to be the most effective. 
While looking at the marketing channels and by using the study’s results, analysis on the most 
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effective social media channels being used by the DMO can then focus on the most effective 
social media channels for the effectiveness of their organization. Different organizations provide 
different incentives according to their purpose. By finding out how effective the incentives are in 
this study and using the results of the study, suggestions for the incentives to be used also can be 
made. It is important to analyze the importance of the stakeholders because this will allow the 
DMOs to build stronger links to organizations not considered as important; this study will look at 
DMOs from all over the country, which will allow the DMOs to focus on the stakeholders 
considered most important throughout the country. 
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CHAPTER 3 
METHODOLOGY 
3.1 Population and Sample 
The target population for this study was a list of DMOs in the United States of America. 
The list used came from CVENT’s US CBV directory (Cited on references); CVENT is a leader 
organization that focuses on event management, online event registration, venue sourcing, and 
mobile event app technology. The population sample used in this research was based on the 
availability of DMOs’ contact information on their website, the total number of DMOs in the 
CVENT directory is 421; however, the total number of e-mail addresses for the survey to be 
distributed was 376, which became the total population. The distribution of DMOs per region is 
shown on Table 1, the regions were divided according to the division done by the US Census; the 
regions are divided as (I) Northeast, (II) Midwest, (III) South, and (IV) West. The survey was 
distributed for a duration three weeks. It was distributed at various times of day on different days 
of the week to try to get the best times for different regions. 
Table 1. Number of DMOs per Region 
Region Number of 
DMOs 
N. East 54 
Midwest 81 
South 148 
West 93 
Total 376 
 
3.2 Instrument 
 The instrument (survey) design for this study was based on a review of literature from 
prior studies (Antonsen, 2010; DMAI, 2012; Tucker, 2013). In order to create a valid working 
instrument, the instrument was developed with the input and help of professionals in the field of 
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DMOs in Northwest Arkansas and was approved by University professors. The main data 
collection instrument for this study was an online survey. The instrument was made up of five 
parts. 
Parts one and two measure the effectiveness of traditional and social media marketing 
channels used by the DMOs. This part of the instrument was based on a 5-point Likert scale (0 = 
Not Applicable, 1=Not Effective, 2 = Rarely Effective, 3 = Somewhat Effective, 4 = Effective, 
5=Very Effective). An example of the statement used: “Indicate the effectiveness of 
“telemarketing” as it pertains to your DMO.” Part three of the instrument measures the 
effectiveness of various incentives used by the DMOs. This part was also based on the 5-point 
Likert scale (0 = Not Applicable, 1=Not Effective, 2 = Rarely Effective, 3 = Somewhat 
Effective, 4 = Effective, 5=Very Effective); an example of the questions on this part: “Indicate 
the value that best indicates the effectiveness of ‘Convention Discounts’ as an incentive used by 
your DMO. Part four of the instrument measured the importance of stakeholders to the DMO, 
also based on the 5 – point Likert scale (0 = Not Applicable, 1=Not Important, 2 = Rarely 
Important, 3 = Somewhat Important, 4 = Important, 5=Very Important). Part five was composed 
of questions concerning the DMOs demographics, (i.e. budget for the fiscal year, percentage of 
budget used on marketing for leisure market vs. meetings and conventions market, percentage of 
marketing budget used on traditional marketing/digital marketing, region in which the DMO 
belongs to, etc.) 
3.3 Data Collection and Analysis 
As previously stated, the data was collected using “Qualtrics Survey Software” and 
analyzed using the Statistical Package for Social Sciences (SPSS). The quantitative data were 
used and descriptive statistics (Mean, Percentage, and Frequencies) were done to analyze the 
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level of effectiveness of the marketing channels and incentives, as well as the importance of the 
stakeholders to the DMOs and the demographics of the DMOs.  
DMOs were asked to choose the tools that they used to measure their effectiveness. 
These tools included: Economic Impact Study, Tax Revenue, Room Nights, Number of Visitors, 
Spending Profiles, Reviews, and Other. Figure 1 shows the number of DMOs that chose the 
different tools; however, some of the “other” tools mentioned were: Tourist Development, Tax 
Revenue, Conversion Studies, and Advertising Effectiveness Studies by Third Parties. 
Figure 1. Tools used by DMOs to Measure Effectiveness 
 
A list of CVENT’s top 50 destinations is provided in Table 2. Eleven out of the top 50 
destinations provided data; analysis on these eleven was compared to the overall data. The top 50 
destinations, based on the 2014 report, were determined by the total number of hotels, total 
number of sleeping rooms, and total meeting space; these included all the meeting and event 
booking activities in the CVENT Supplier Network, as well as the number of meeting venues in 
the area. These destinations are the ones that position themselves with the most meeting activity 
in the nation. Comparing the results of the DMOs that are among the top 50 Destinations to the 
overall results will give an idea of which Marketing Channels and Incentives are most effective, 
Economic
Impact
Study
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Revenue
Room
Nights
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and which Stakeholders are more important to them: these results could offer some suggested 
focus to the rest of the DMOs and possibly offer ideas for changing their marketing strategy. 
Table 2. Top 50 Destinations in the US 
 
City Name Rank Total Number 
Of Meeting 
Hotels  
Total Number 
Of Sleeping 
Rooms 
Committable Sleeping 
Rooms (In Largest 
Hotel) 
Chicago, IL 1 145 42291 2019 
Orlando, FL 2 450 118000 3056 
Las Vegas, NV  3 174 144497 7093 
Atlanta, GA  4 167 37987 1675 
San Diego, CA  5 201 35915 1628 
New York, NY  6 424 90571 1980 
Dallas, TX  7 145 27777 1840 
Washington, D.C. 8 115 28402 1175 
New Orleans, LA  9 123 24529 1622 
Nashville, TN  10 125 20373 2882 
Phoenix, AZ 11 140 22960 1000 
San Francisco, CA  12 174 30497 1908 
Miami, FL 13 100 18436 641 
Denver, CO  14 95 19159 1225 
San Antonio, TX 15 262 35310 1003 
Scottsdale, AZ 16 76 14217 732 
Boston, MA  17 73 18906 1220 
Houston, TX 18 348 45326 1200 
Los Angeles, CA  19 118 22962 1354 
Austin, TX 20 152 22609 1012 
Philadelphia, PA 21 68 17287 1408 
Grapevine, TX  22 16 4028 1511 
Seattle, WA 23 106 18807 1236 
Kissimmee, FL 24 117 22388 2500 
Anaheim, CA  25 91 16920 1572 
Indianapolis, IN  26 157 20335 1005 
Irving, TX  27 86 16324 917 
Hollywood, FL 28 66 10555 757 
Portland, OR 29 63 10639 614 
St. Louis, MO 30 119 18751 719 
Baltimore, MD  31 37 8698 821 
Fort Worth, TX  32 73 12417 649 
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City Name Rank Total Number 
Of Meeting 
Hotels  
Total Number 
Of Sleeping 
Rooms 
Committable Sleeping 
Rooms (In Largest 
Hotel) 
Tampa, FL 33 15 5560 1096 
Minneapolis, MN 34 133 19421 700 
Fort Lauderdale, FL 35 5 2948 1996 
Rosemont, IL 36 44 10862 700 
Charlotte, NC  37 66 10240 506 
National Harbor, MD  38 21 3461 998 
Arlington, VA  39 101 12842 782 
Kansas City, MO  40 103 15136 983 
Coronado, CA 41 16 2052 757 
Carlsbad, CA 42 27 3514 607 
Columbus, OH 43 125 15704 633 
Long Beach, CA  44 32 5051 528 
Louisville, KY  45 96 12774 1200 
Alexandria, VA  46 40 6345 496 
San Jose, CA 47 52 7652 805 
Salt Lake City, UT  48 70 11741 850 
Newport Beach, CA  49 15 3134 532 
Chandler, AZ 50 22 3191 500 
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CHAPTER 4 
RESULTS AND DISCUSSIONS 
4.1 Demographics 
 The sample selection for this study included DMOs from all regions of the United States. 
The respondents of the questionnaire varied from Executive Directors, Presidents, Vice 
Presidents, CEOs, VPs of Marketing, Marketing Managers, and others – all of the different titles 
given are shown on Table 3 with the percentage of the number of respondents who identified 
themselves with the title. Throughout the data collection process, 86 surveys were received, but 
only 82 of them were usable – the survey was sent to 376 DMOs, so this shows a 21.8% 
response rate. As previously mentioned, the US Census Bureau divides the states into four 
different regions – (I) Northeast, (II) Midwest, (III) South, and (IV) West. From the respondents 
(n=71), 16% identified themselves as Northeast, 24% Midwest, 35% as South, and 25% as West. 
The DMOs were given options to identify themselves as National, Regional, or Local DMOs; the 
results showed 14%, 28%, 58% respectively. The respondent’s annual budgets ranged from less 
than $500,000 to more than $10,000,000: Figure 2 shows the exact distribution of the 
respondents’ budgets by the DMOs. 
Table 3. Titles of Survey Respondents 
Title % Of Respondents By 
Title 
President/CEO 25% 
Executive Director 17% 
CEO 15% 
Director 12% 
President  7% 
Director of Sales 3% 
Vice President  3% 
Coordinator, Economic Development & Tourism 2% 
Marketing Manager 2% 
VP Marketing 2% 
35 
 
Director of Sales 2% 
Executive Assistant 2% 
Director of Tourism 2% 
VP of Sales 2% 
Director of Research 2% 
Program Coordinator 2% 
PR Coordinator 2% 
Director of Marketing 2% 
 
Figure 2. DMO Respondents’ Budget Distribution 
 
4.2 First Objective 
 The first objective of this study was to examine the effectiveness of certain DMOs’ 
marketing channels. Table 4 shows the mean of the respondents’ level regarding the 
effectiveness of the marketing channels as they pertain to their DMO: 
Table 4. DMOs’ Ranking of Effectiveness of Marketing Channels 
RANK MARKETING CHANNEL MEAN 
1 Website Management 4.58 
2 Word of Mouth 4.58 
3 Search Engine Optimization 4.50 
4 Public Relations (e.g. News, PSA) 4.45 
Less than 
$500,000
4%
$500,000 -
$999,999
14%
$1,000,000 -
$1,999,999
27%$2,000,000 -
$3,999,999
27%
$4,000,000 -
$9,999,999
19%
$10,000,000 
or more
9%
DMO Respondents' Budget N= 74
36 
 
5 Social Media 4.13 
6 TV Advertising 3.96 
7 E-Mail Marketing 3.87 
8 Print Advertising 3.40 
9 Sponsorship (e.g. Expositions, Events 3.40 
10 Radio Advertising 3.37 
11 Direct Mail 3.30 
12 Telemarketing 2.19 
13 Directory (e.g. Telephone, Association) 2.16 
 
 The top five most effective marketing channels used by the DMOs are Website 
Management and Word-of-Mouth (M=4.58), Search Engine optimization (M=4.5), Public 
Relations followed (M=4.45), and Social Media (M=4.13). Website Management and Word-of-
Mouth tied for the number one placement in terms of effectiveness of the marketing channels 
according to the results; this means that maintaining an active and accessible website is essential 
for the success of the DMOs as well maintaining a great customer relations because Word-of-
Mouth continues to rule the marketing realm of the DMOs. Search Engine Management followed 
in third place, followed by Public Relations. In fifth place is Social Media, which some consider 
a form of Word-of-Mouth marketing. It is interesting to note that the least effective of the 
marketing channels used by the DMOs are the Directory (Ranked 13th), Telemarketing (Ranked 
12th), and Direct Mail (Ranked 11th). 
 From the data collected, eleven of the respondents belong to the DMAI top 50 Meeting 
Destinations, the analyzed data and results can be seen in Table 5. In comparison the total mean, 
for the top 50 Destinations, the top 5 channels were (1) Website Management, (2) Word-of-
Mouth, (3) Search Engine Optimization, (4) Public Relations, and (5) E-Mail Marketing. 
Surprisingly, E-mail Marketing and Social Media switched rankings in the total rankings. For the 
bottom two, Telemarketing and Directory switched rankings, the use of Directory marketing 
seems to be more effective than Telemarketing for the top 50 Destinations.  
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Table 5. DMOs’ Ranking of Effectiveness of Marketing Channels used among Top 50 
Destinations in the US 
 
RANK MARKETING CHANNEL MEAN 
1 Website Management 4.44 
2 Word of Mouth 4.44 
3 Search Engine Optimization 4.44 
4 Public Relations (e.g. News, PSA) 4.22 
5 E-Mail Marketing 4.10 
6 TV Advertising 4.00 
7 Social Media 3.89 
8 Sponsorship (e.g. Expositions, Events 3.56 
9 Print Advertising 3.40 
10 Radio Advertising 3.43 
11 Direct Mail 3.33 
12 Directory (e.g. Telephone, Association) 2.11 
13 Telemarketing 2.00 
 
 Since social media has become such a phenomenon in the marketing field the past 
decade, this study also examined the most effective marketing channels that the DMOs are using 
in today’s marketing strategies. Table 6 shows the mean of the social media marketing channels 
as the DMOs consider most effective, ranking them from first to eighth place: 
Table 6. Ranking of Most Effective Social Media Marketing Channels 
Rank Social Media Channel Mean 
1 Facebook 4.15 
2 YouTube 4.01 
3 Twitter 3.85 
4 Instagram 3.74 
5 Pinterest 3.49 
6 Flickr 3.14 
7 LinkedIn 3.09 
8 Tumblr 2.76 
 
 This results showed that the top four most effective of the social media marketing 
channels analyzed are Facebook (M=4.15), YouTube (4.01), Twitter (M=3.85), and Instagram 
(M=3.74) – all ranked respectively from first to fourth. The least effective (and least used) were 
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Pinterest (M=3.49), Flickr (M=3.41), LinkedIn (M=3.09), and Tumblr (M=2.76). Initially, it was 
hypothesized that LinkedIn would be in the top four, but surprisingly it appeared in the seventh 
spot, followed by Tumblr in the eighth spot. 
 The same calculations and analysis were done for the eleven of the top 50 Destinations 
and the results are shown on Table 7. There was a big difference in terms of the ranking results 
for the social media channels. Facebook, YouTube, and Twitter still place themselves in the top 
three; however, the bottom three spots were taken by 6th Instagram (M=3.14), 7th Pinterest 
(M=3.0), and 8th LinkedIn (M=3.0). In the results from the top 50, both Flickr and Tumblr 
ranked higher than Instagram on the overall effectiveness.  
Table 7. Ranking of Most Effective Social Media Marketing Channels among Top 50 
Destinations in the US 
RANK SOCIAL MEDIA CHANNEL MEAN 
1 Facebook 4.25 
2 YouTube 4.13 
3 Twitter 3.89 
4 Flickr 3.50 
5 Tumblr 3.50 
6 Instagram 3.14 
7 Pinterest 3.00 
8 LinkedIn 3.00 
 
4.3 Second Objective 
 The second objective of this study was to examine incentives used by the DMOs to 
attract their visitors. Table 8 shows the mean of the level of the incentives as the DMOs see most 
effective. 
Table 8. Ranking of Most Effective Incentives Used by DMOs 
Rank Incentive  Mean 
1 Unique Attractions Accessibility 4.07 
2 Free WiFi 4.02 
3 Complimentary Rentals 3.87 
4 Convention Discounts 3.81 
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5 Complimentary Shuttle to Meeting Venue 3.76 
6 Room Discounts 3.73 
7 Welcome Table and Information 3.68 
8 Food Discounts 3.58 
9 Promotion Packages 3.53 
10 Free Festivals 3.38 
11 Goody Bags 3.29 
12 Free Museum Tickets 2.93 
 
 The top five ranked as most effective incentives are Unique Attractions Accessibility 
(M=4.07), WiFi (M=4.02), Complimentary Rentals (M=3.87), Convention Discounts (M=3.81), 
and Complimentary Shuttle to Meeting Venue (M=3.76). The lowest ranked incentives were, 
beginning with the ninth rank, Promotion Packages (M=3.53); tenth, Free Festivals (M=3.38); 
eleventh, Goody Bags (M=3.29); and the twelfth, Free Museum Tickets (M=2.93). Even though 
there is only a difference of .78 between Unique Attractions Accessibility and Goody Bags, 
being able to provide access to a unique attraction is more effective than providing goody bags 
when promoting a destination. In today’s environment, the destinations should not overlook the 
ability to provide free WiFi at their destination because with the advancement and technology, 
the satisfaction of a visitor could increase if they find themselves with the ability to navigate 
their electronic devices for free.  
 The same analysis was done exclusively for those respondents that ranked in top 50 
Meeting Destinations. The results can be seen in Table 9. In comparison with the overall 
rankings of the incentives, the results of the top 50 Destinations ranked the top incentives as first, 
Free WiFi (M=4.5); second, Convention Discounts (M=4.2); and, tied for third were Unique 
Attractions Accessibility, Complimentary Rentals, and Complimentary Shuttle to the Meeting 
Venue (all at M=4.0). The bottom three, however, were Goody Bags (M=3.17), Free Festivals 
(M=3.0), and Free Museum Tickets (M=2.4), respectively.  
40 
 
Free WiFi might have climbed up the ranking because of its drastic popularity in larger 
events such as large conferences. It is essential for the organizers to provide WiFi for its 
attendees to increase their satisfaction. According to Ogbeide et al. (2013), their study showed 
that “the Millennial Generation appreciated the use of technology for communication (e.g. Wi-Fi 
and audience polling for immediate feedback) and expected it to be accessible during meetings 
and events."  
Table 9. Ranking of Most Effective Incentives Used by DMOs among Top 50 Destinations 
in the US 
Rank Incentive  Mean 
1 Free WiFi 4.50 
2 Convention Discounts 4.20 
3 Unique Attractions Accessibility 4.00 
4 Complimentary Rentals 4.00 
5 Complimentary Shuttle to Meeting Venue 4.00 
6 Room Discounts 3.83 
7 Welcome Table and Information 3.67 
8 Food Discounts 3.67 
9 Promotion Packages 3.25 
10 Goody Bags 3.17 
11 Free Festivals 3.00 
12 Free Museum tickets 2.40 
 
4.4 Third Objective 
 The third objective of this study was to analyze the importance of various stakeholders to 
a DMO. Table 10 shows the mean of the stakeholders in this study ranked from most important 
to least important. 
Table 10. Ranking of Importance of Stakeholders to the DMOs 
Rank Stakeholder Mean 
1 Hoteliers 4.79 
2 Local Government 4.58 
3 Local Community 4.41 
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4 Media (e.g. Newspapers, Radio) 4.08 
5 F&B Operators 3.99 
6 Sponsors 3.93 
7 Service Contractors (e.g. AV, Catering) 3.34 
  
DMOs were asked to rank the most important stakeholders to their organization and the 
results show that Hoteliers (M=4.79) were the most important when it came to marketing their 
destination. The Local Government (M=4.58) and Local Community (M=4.41) also ranked high 
as number 2 and 3 stakeholders in the DMO destination marketing. The DMOs ranked F&B 
Operators (M=3.99), Sponsors (M=3.93), and Service Contractors (M=3.34) as their least 
important stakeholders. It is important to note that the Media ranks fourth in terms of its 
importance.  
For the third objective, the same analysis also was run for the top 50 Meeting 
Destinations and the results can be seen in Table 11. These results showed that the top three 
ranking stakeholders are: (1) Hoteliers (M=4.4), Local Government (M=4.33), and (3), Local 
Community (M=4.2). These rankings show the same results as in the overall mean for the entire 
sample. The bottom three were also similar to that of the whole sample, with Sponsors (M=3.63) 
ranking fifth, F&B Operators (M=3.56) sixth, and Service Contractors (M=3.22) seventh.  
Table 11. Ranking of Importance of Stakeholders to the DMOs among Top 50 Destinations 
in the US 
Rank Stakeholder Mean 
1 Hoteliers 4.40 
2 Local Government 4.33 
3 Local Community 4.20 
4 Media 3.89 
5 Sponsors 3.63 
6 F&B Operators 3.56 
7 Service Contractors 3.22 
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CHAPTER 5 
CONCLUSIONS, IMPLICATIONS AND LIMITATIONS 
5.1 Conclusions 
 The results of this study show some of the most effective marketing channels that are 
currently in practice by DMOs throughout the country. Some of the marketing channels that 
showed to be most effective were Word-of-Mouth, Website Management, and Search Engine 
Optimization. From the Social Media marketing channels, Facebook, YouTube, and Twitter led 
the rankings in most effective marketing channels for the DMOs. The most effective incentives, 
according to the results are the Unique Attraction Accessibility, Free Wi-Fi, and Complimentary 
Rentals. In terms of the importance of stakeholders, Hoteliers, the Local Government, and the 
Local Community appeared on top of the list. The DMOs should focus on these marketing 
channels, incentives, and stakeholders to market their destinations more effectively. 
5.2 Implications 
 The implications of this study indicated that the use of certain marketing channels can be 
more effective than others, which can guide other DMOs to focus and use the marketing 
channels that are the most effective to market the destinations. The incentives used most 
effectively by the DMOs can help the DMOs focus and invest more efficiently. If the DMOs use 
the most effective incentives, they could potentially save money. This study also shows how 
important some of the stakeholders are to the DMO, building strong links and relationships 
between them. 
 By no means is this study complete, this is a study open for further research. This study 
only managed to gather data from eleven of the top 50 destinations in the US, so acquiring data 
from all 50 would be interesting to see. This study also only focused on DMOs in the US and 
does not take into consideration DMOs of other countries. A similar study could be done on top 
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DMOs worldwide. With regard to the incentives, further research could be done by specifically 
focusing on the incentives based on specific target groups. Marketing is an ongoing system that 
does not stop evolving, so the need for continuous studies is always in existence. 
5.3 Limitations 
 This study had several limitations. The first limitation was the sample size; collecting 
data via an online survey is typically difficult, so finding a way to increase the number of 
respondents would be of importance. The length of time that the data was collected could have 
also been prolonged. The data also may prove to be different if it was collected from DMOs 
worldwide. 
  
44 
 
References 
2013 Social Media Usage Statistics. (2014, January 16). Retrieved November 9, 2014, from 
http://www.southerncrescentsolutions.com/scstopofmind/2013-social-media-usage-
statistics/ 
2014 Top 50 US Meeting Destinations | Cvent Destination Guide. (n.d.). Retrieved September 
4, 2014, from http://www.cvent.com/rfp/2014-top-50-us-meeting-destinations-
06945d34a4bb441c85408f55453e46e5.aspx 
Ali, C., Cornwell, T., Nguyen, D., & Coote, L. (2006). Exploring the usefulness of a consumer 
activity index in the sponsorship-linked marketing context. International Journal of 
Sports Marketing & Sponsorship. 
Antonsen, I.M.N. (2010). The stakeholders’ involvement in the process of building and 
maintaining a destination brand. (Master’s Thesis) EBAPE, Rio de Janeiro, BR. 
Arroyo Almaras, I., Banos Gonzales, M., & Van-Wyck, C. (2013, April 29). Analysis of the 
campaign videos posted by the third sector on YouTube. Revista Latina De 
Comunicacion Social, 328-354. 
Bennett, S. (2014, June 9). Facebook, Twitter, Instagram, Pinterest, Vine, Snapchat – Social 
Media Stats 2014 [INFOGRAPHIC]. Retrieved November 8, 2014, from 
http://www.mediabistro.com/alltwitter/social-media-statistics-2014_b57746 
Best practices for organizations using Flickr. (n.d.). Retrieved November 8, 2014, from 
https://www.flickr.com/bestpractices/ 
Bornhorst, T., Ritchie, J. R. B., & Sheehan, L. (2009). Determinants of tourism success for 
dmos & destinations: An empirical examination of stakeholder's perspectives. BRS-TM, 
29. 
Business Dictionary (n.d.). Retrieved September 5, 2014. http://dictionary.reference.com/ 
45 
 
Chordas, L. (2014, November 1). A new direction: Direct mail, a staple of insurance marketing, 
finds a new place in today's marketing mix. Best's Review, 75-77. 
Chou, H., & Lien, N. (2012). The effects of incentive types and appeal regulatory framing in 
travel advertising. The Service Industries Journal, 32(06), 883-897. 
Chow, A., Bridges, M., Commander, P. & Figley, A. (2014). The Website Design and Usability 
of US Academic and Public Libraries. Reference & User Services Quarterly 53:3, 2014.  
d'Angella, F. (2007). Destination management and stakeholders' collaboration in urban 
destinations. (Doctoral dissertation) IULM University.  
Davis, H. (2006). Search Engine Optimization. Sebastopol: O'Reilly Media. 
DeMers, J. (2013, August 21). How to Use Tumblr for Your Business |. Retrieved November 6, 
2014, from http://www.socialmediaexaminer.com/tumblr-for-business/ 
DMAI. (2012). Dmo marketing activities study: Respondent report. Retrieved from 
http://cvtapartners.com/wp-content/uploads/2013/05/Respondent-Report-PDF.pdf 
Dryer, R. (2010). Advising your clients (and You!) in the new world of social media: What 
every lawyer should know about twitter, facebook, youtube, & wikis. Utah Bar Journal, 
23(3), 16-21. 
Eagle, L. (2015). Marketing communications. Abingdon, Oxon: Routledge. 
Epp, A. (2013). Assessing the impact of stakeholder engagement on perceptions of dmo 
performance. The International Centre for Responsible Tourism. 
Facebook for Business. (n.d.). Retrieved November 8, 2014, from 
https://www.facebook.com/business  
Freeman, R.E. (1984). Strategic management: A stakeholder approach. Boston: Pitman. 
46 
 
Go, F. M., & Trunfio, M. (2011). E-services governance in public and private sectors: A 
destination management organization perspective. Information technology and 
innovation trends in organizations, 11-19. Physica Verlag HD. 
Green, C. E. (2009). Social media and the dmo marketer. Retrieved from 
http://www.dfwandbeyond.com/client/TIG_Global_Social__Media_and_the_DMO_Ma
rketer_Part1[1].pdf 
Instagram for Business. (n.d.). Retrieved November 7, 2014, from 
http://blog.business.instagram.com/ 
Inter Vistas. (2009). Destination marketing organisation (dmo) best practices and 
benchmarking study. Retrieved from 
http://www.tourismvancouver.com/pdf/members/dmo_best_practices.pdf 
Kao, C. (2014, October 14). Grow your business with Pinterest. Retrieved November 6, 2014, 
from https://business.pinterest.com/en/blog/grow-your-business-pinterest 
Kozinets, R., De Valck, K., Wojnicki, A., & Wilner, S. (2014). Lost in translation: The social 
shaping of marketing messaging. Network Co-Production, 6(2), 22-27. 
McAdara-Berkowltz, J. (2013). 5 Tips for E-Mail Marketing Without Becoming a Spammer. 
AMWA, 28(4). 
Morrison, A. (2013). Destination integrated marketing communications. In Marketing and 
managing tourism destinations, 321. New York City, NY: Routledge. 
Morrison, A. M. (2010, August). The future, trends and best practices of dmos. 2010 Belle 
Tourism International (Shanghai) Ltd. 
Morrison, A. M., Bruen, S. M., & Anderson, D. J. (1997). Convention and visitor bureaus in 
the USA: A profile of bureaus, bureau executives, and budgets. Journal of Travel & 
Tourism Marketing, 7(1), 
47 
 
Nykiel, R. (1989). Marketing in the hospitality industry (2nd ed.). New York: Van Nostrand 
Reinhold. 
Ogbeide, G., Fenich, G., Scott-Halsell, S., & Kesterson, K. (2013). Communication preferences 
for attracting the millenial generation to attend meetings and events. Journal of 
Convention & Event Tourism, 14(4). 
Pike, S. (2004). Destination marketing organisations. Lane, Kidlington: Elsevier Ltd. 
Pollock, A. (2010). Speculation on the future of destination marketing organizations (dmos): A 
conceptual discussion paper. Retrieved from 
http://www.dmopro.com/LinkClick.aspx?fileticket=aQCuHD5of9Y=&tabid=63 
Rysman, M. (2004). Competition between networks: A study of the market for yellow pages. 
Review of Economic Studies, 71(2), 483-512. 
Skeels, M., & Grudin, J. (2009). When social networks cross boundaries: A case study of 
workplace use of Facebook and LinkedIn. Proc GROUP 2009, ACM Press (2009), 95-
104. 
Sun, H. (2007). Destination and event marketing: A case study in the 2007 c&d xiamen 
international marathon, Xiamen, China. (Master's Thesis) University of Waterloo. 
Timur, S., & Getz, D. (2008). A network perspective on managing stakeholders for sustainable 
urban tourism. International Journal of Contemporary Hospitality Management, 20(4), 
Tkaczynski, A., Rundle-Thiele, S., & Beaumont, N. (2009). Destination segmentation: A 
recommended two-step approach. Journal of Travel Research, 20(10), 
Tucker, E. (2013). Successful marketing strategies for promoting event destinations. (Master's 
Thesis) University of Arkansas. 
Tumblr. (n.d.). Retrieved November 7, 2014, from https://www.tumblr.com/about 
UNWTO. (2014). Annual report 2013. Madrid, Spain:  
48 
 
US CVB Directory | Cvent Destination Guide. (n.d.). Retrieved June 15, 2014, from 
http://www.cvent.com/rfp/us-cvb-directory-84666a30191e407ea182af64c488696a.aspx 
Using YouTube to market your business. (n.d.). Retrieved November 5, 2014, from 
https://www.business.qld.gov.au/business/running/marketing/online-marketing/using-
youtube-to-market-your-business 
Volo, S. (2007). Communicating tourism crises through destination websites. Journal of Travel 
& Tourism Marketing, 23(2-4), 83-93. 
Web site management Definition from PC Magazine Encyclopedia. (n.d.). Retrieved November 
6, 2014, from http://www.pcmag.com/encyclopedia/term/54347/web-site-management. 
  
49 
 
 
APPENDIX 
 
  
50 
 
APPENDIX 1 
Implied Consent Form 
Destination Marketing Organizations’ 
Stakeholders and Best Practices 
Hello,  
 
My name is Bonifacio Lopez Torres. I am an honors student in the area of Hospitality Innovation 
Management at the University of Arkansas. As part of my honors thesis, I am conducting a study on 
Destination Marketing Organizations’ (DMOs) Stakeholders and Best Practices. I will sincerely 
appreciate a few minutes of your time to participate in this study.  
 
Risks and Benefits: This study intended to provide some background information towards an efficient 
concept for DMOs stakeholders’ management. There are no anticipated risks to participating in the study.  
 
Voluntary Participation: Your participation in the research is completely voluntary. If you choose to 
participate and complete the questionnaires, you may leave any items blank that you do not want to 
answer. You may withdraw from the survey at any time without consequence to you. It should take you 
about ten minutes to complete the questionnaire. 
 
Confidentiality: All responses will be anonymous and all data will be kept confidential to the extent 
allowed by law and University policy. All data will be combined and only group summaries will be 
included in the survey reports. No data will be reported in a manner that would allow a reader to associate 
any responses to individual respondents. Results from the research will be reported as aggregate data. 
 
Right to Withdraw: You are free to refuse to participate in the research and to withdraw from this study 
at any time. Your decision to withdraw will bring no negative consequences — no penalty to you. 
 
If you have any questions or concerns about this study you may contact my advisor Dr. Godwin-Charles 
Ogbeide through any of the means below. For questions or concerns about your rights as a research 
participant, please contact Ro Windwalker, the University’s Compliance Coordinator, at (479) 575-2208 
or by e-mail at irb@uark.edu. 
 
Godwin-Charles Ogbeide, M.B.A., Ph.D. 
Phone: 479-575-2579 
Email: gogbeide@uark.edu  
Fax: 479.575.7171 
 
By filling out and submitting the survey you are consenting to participate. You acknowledge that you read 
the description, including the purpose of the study, the procedures to be used, the potential risks and/or 
side effects, the anonymity of all responses, as well as the option to withdraw from the study at any time. 
 
Please respond immediately, Click below to access the survey now: 
  
Destination Marketing Organizations’ 
Stakeholders and Best Practices 
http://uark.qualtrics.com/WRQualtricsSurveyEngine/?Q_SS=5hxPdzQ58rNDcWh_5gAx7pecgL0UHdj&_=1  
Thank you in advance for taking the time to help with this important project. 
This e-mail has been generated in accordance with the UARK E-Mail Policy. 
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APPENDIX 2 
SURVEY 
Destination Marketing Organizations 
Stakeholders and Best Practices 
 
1. Select the value that best indicates the effectiveness of the following marketing channels as they 
pertain to your DMO by using the following key:  
 N/A  1 = Not Effective  2 = Rarely Effective  3 = Somewhat Effective 
4 = Effective 5 = Very Effective.  
Channels N/A 1 2 3 4 5 
Telemarketing       
Print Advertising       
TV Advertising       
Radio Advertising       
E-Mail Marketing       
Directory (e.g., Telephone, Association, etc.)       
Search Engine Optimization       
Direct Mail       
Website Management       
Word of Mouth       
Public Relations (e.g., News, PSA, etc.)       
Social Media       
Sponsorship (e.g., Expositions, Events, etc.)       
Other (Please Specify)       
       
 
2. Select the value that best indicates the effectiveness of the following social media channels used by 
your DMO by using the following key:  
N/A  1 = Not Effective  2 = Rarely Effective  3 = Somewhat Effective 
4 = Effective 5 = Very Effective.  
Channels N/A 1 2 3 4 5 
Facebook       
Twitter       
YouTube       
Flickr       
Instagram       
Pinterest       
Tumblr       
LinkedIn       
Other(Please Specify)       
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3. Select the value that best indicates the effectiveness of the following incentives used by your DMO 
by using the following key:  
N/A  1 = Not Effective  2 = Rarely Effective  3 = Somewhat Effective 
4 = Effective 5 = Very Effective.  
Incentives N/A 1 2 3 4 5 
Convention Discounts        
Room Discount        
Food Discount       
Free Festivals        
Promotion Packages       
Free Museums Tickets       
Complimentary Shuttle to Meeting Venue       
Free WiFi       
Goody Bags       
Welcome Table and Information       
Complimentary Rental       
Unique Attractions Accessibility       
Others       
       
 
4. Please check the following tools that you use to measure the Effectiveness of your marketing strategy: 
a. ___ Economic Impact Study 
b. ___ Tax Revenue 
c. ___ Room nights 
d. ___ Number of visitors 
e. ___ Spending Profiles 
f. ___ Reviews 
g. Others (Please specify) :_______________________________________________________ 
___________________________________________________________________________ 
5. Select the value that best indicates the importance of the following stakeholders with regards to 
your organization by using the following key:  
N/A  1 = Not Important  2 = Rarely Important  3 = Somewhat Important 
4 = Important 5 = Very Important.  
Stakeholders N/A 1 2 3 4 5 
Hoteliers       
F&B Operators       
Sponsors       
Media (e.g., Newspaper, Radio, TV, etc.)       
Service Contractors (e.g., Audiovisuals, 
Catering, Electrical Services, etc.) 
      
Local Government       
Local Community       
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*Others       
       
 
6. What is the total budget for the current fiscal year?  
a. ____ Less than $500,000   
b. ____ $500,000 - $999,999 
c. ____ $1,000,000 - $1,999,999 
d. ____ $2,000,000 - $3,999,999 
e. ____ $4,000,000 - $9,999,999 
f. ____ $10,000,000 or more 
 
7. What percentage of your DMO’s marketing budget is spent on the leisure market (consumer and 
travel trade) versus the meetings and conventions market? 
a. Leisure (transient)   _______% 
b. Meetings and Conventions  _______% 
c. Other (Please specify) _______% ___________________________ 
 
8. What percentage of your marketing budget goes towards the traditional marketing (e.g. 
broadcast/print advertising, consumer shows/events) versus digital marketing (e.g. search, social 
media)? 
a. Traditional  _______% 
b. Digital _______% 
 
9. What type of DMO would you classify your organization as? 
a. National DMO ____ 
b. Regional DMO ____ 
c. Local DMO ____ 
d. Other (specify) ____________ 
 
10. Do you think your stakeholders (e.g. government bodies, hospitality firms, community, & tourists) 
are aware of the DMO impact in your community? 
a. Yes ____ 
b. No  ____ 
 
11. Which region does your DMO belong to? 
a. The West 
b. The Mid-West 
c. The North East 
d. The South 
12. What position do you hold within your organization? __________________ 
 
 
